Purpose -Current study is an attempt to look into the various theoretical concepts/ theories that help to understand what motivates individuals, especially young people, to travel and which are the practical implications of the analysed theories. In particular, we chose Maslow's Theory of Needs to analyse youth travel motivations. Research Design -The study draws its base from two streams of literature, one being associated with motivations and the other dealing with the question of how motivations can influence travelling patterns of an individual. The literature review was done extensively and articles published in the domain of tourist motivations and related areas were traced and reviewed. Findings -Our analysis of youth tourism centred on Maslow's hierarchy of needs and confirmed its validity as an explanation of the most important youth travellers' motivations. The results also indicate that, due to recent technological developments affecting societies and young tourists' behaviours -especially those of Millennials -new needs have emerged, which are discussed in detail.
of wellbeing, as well as explore new ways to enrich, regenerate and recharge their lives. Crompton (1979) later defined motivations as only one of many contributing factors that inspire individuals to travel to different places and experience new things (Um & Crompton, 1992) .
In his landmark study, Dann (1981) confirmed that tourists' state of mind influences them to travel and visit new places. Thus, understanding the drives that motivate tourists to travel can benefit marketers in quite significant and positive ways (Uysal & Hagan, 1993) . Crompton (1979) and Todorovic and Jovicic (2016) argue that the core reason for going on holidays is that individuals look for a break from their usual schedule and settings that allow them to relax and lessen mental fatigue.
Despite much research focusing on tourists' motivations to travel, more studies are still needed to explore the various theoretical foundations that form the basis of researchers' understanding of travel patterns. The present study, therefore, sought to contribute to the existing literature by bringing together various motivational theories of tourism through a literature review and examining their contributions to understanding travellers' behaviours. More specifically, this research included an analysis of youth travellers' needs and motivations using the most heavily cited motivation theory -Maslow's hierarchy of needs. This theory can be regarded as the seminal motivational theoretical framework from which the most important tourist motivation theories have evolved.
LITERATURE REVIEW
As suggested by Uysal et al. (2008) , we used Fodness's (1994) definition of motivation as the driving force behind all behaviour. Many previous studies have focused on tourists' motivations to travel, including, among others, Plog (1974) , Dann (1977 Dann ( , 1981 , Crompton (1979) , Ahola (1982) , Ragheb (1980, 1983) , Virdi and Traini (1990) , Baloglu and Uysal (1996) , Uysal and Jurowski (1994) , Klenosky (2002) , Snepenger et al. (2006) , Biswas (2008) , Ancuta et al. (2011) and Simková (2013) .
The literature related to youth travellers' motivations was extensively reviewed in order to gain an in-depth understanding of this phenomenon. However, for greater ease of communication, only articles in English were considered for this study. The guidelines for collecting secondary data developed by Cooper (1984) were followed as these have been applied by many other researchers seeking to develop conceptual or theoretical frameworks. The literature reviewed for the present study was extracted by using secondary sources of information and applying the approach proposed by Cooper (1984) .
The current literature review was thus conducted using various journals (i.e. the ancestry approach) in order to cover different sources of information related to this study (i.e. relevant articles and their citations) (Cooper, 1989) . Numerous powerful databases were used to find studies on tourist motivations and youth travel, including EBSCO, Scopus and Thompson Reuters Web of Science, thereby ensuring that the most important journal publications on these topics were reviewed.
Understanding Youth Travellers' Motivations
The UNWTO's 2016 Annual Report confirmed the importance of youth travel, stating that it 'has become one of the fastest-growing segments of international tourism representing more than 23% of tourists travelling internationally each year' (UNWTO, 2016) . Richards (2015) also confirmed that the number of youth travellers is increasing. This is in line with tourism growth in general, but young people in many countries around the world have recently acquired more purchasing power (Richards, 2015) .
The rapid growth of the young traveller market segment in a globalised world has contributed to a fragmentation of this segment into many youth traveller types. Besides the classic backpackers, many youths can be categorised as travellers, tourists, volunteers, language students, exchange students and interns (Richards, 2015) . This diversity may be a consequence of increasing opportunities for mobility. According to (Richards, 2015, p. 341) , 'advances in technology have facilitated physical mobility, and more recently the growth of information and communication technology has created more widespread social relations, which has strengthened the tendency towards mobility still further.' Buffa's (2015, p. 14051 ) study of young tourists' profiles and attitudes revealed that 'in the choice of destination the motivations considered most important are the discovery of new cultures, discovery of new landscapes, contemplation of natural and artistic heritage, contact with local community, [and] contact with nature'. The cited author goes on to write:
Most young tourists say they prefer local food, adapt as much as they can to the traditions and customs of the place in which they are holidaying, try to learn about their destination before travelling, would be willing to be involved in events organised by the local community and to interact with it, demonstrate interest in the protection of the authenticity of the destination, even if this means going without certain comforts, find out how to protect the local environment and reduce waste, and are concerned to ensure that their spending benefits the local population. (p. 14051)
Based on a large-scale survey (i.e. 34,000 respondents), Richards (2015) identified three large groups of travellers: global nomads, backpackers and flashpackers. Global nomads will most likely seek contact with local people and everyday life at the destination, 'staying in local people's homes and connecting to local communication networks as well as the Internet' (Richards, 2015, p. 348) . Backpackers typically travel together with other backpackers from home countries, and these travellers are driven by the desire to wander like nomads might. Backpackers prefer to discover new places in independent and alternative ways and strengthen ties or create new ties with backpacker communities. Finally, according to Richards (2015, p. 348) , 'the flashpacker is the most connected traveller, using social media frequently and … being more likely to mix and blur work and leisure.'
Regarding the use of new information and communication technologies, young tourists represent the highest percentage of those utilising these technologies (Bizirgiannia & Dionysopouloub, 2013) . Young tourists 'participate actively in various productive processes of tourist enterprises, such as the design, development and distribution of new products' (Bizirgiannia & Dionysopouloub, 2013, p. 652) . Thus, these tourists' travel motivations and behaviours are closely connected to the availability of information about destinations on the Internet and in social media, as well as the availability of suitable digital facilities at destinations. These include, for example, good, free Internet connectivity (e.g. in accommodations and attractions) and new technological environments based on innovations.
A recent study by Han et al. (2017) also found evidence that youth travellers are concerned about the environment and are willing to behave pro-environmentally. This means that they express 'intention[s] to engage in sustainable buying behaviours, … engage in recycling behaviours, and … protect natural and local resources' (Han et al., 2017, p. 914) . According to the cited authors, a resulting practical implication for destinations is that 'marketers of tourism destinations should actively identify effective ways to … [satisfy] these individuals' moral obligations to conduct pro-environmental behaviours while traveling' (Han et al., 2017) .
Several questions arise from the above findings. One issue is the use of terminology such as 'travellers' and 'tourists'. Traveller is a much broader concept than tourist, as not all travellers are tourists. For instance, some types of travellers referred to by Richards, such as language and exchange students and interns, cannot be considered tourists because their motivation is not travelling for leisure.
Another question is the definition of youth travel, which the above discussion shows is different from youth tourism, including the age delimitation of youth travellers. According to the UNWTO (2008): Youth travel includes all independent trips for periods of less than one year by people aged 16-29 which are motivated, in part or in full, by a desire to experience other cultures, build life experience and/or benefit from formal and informal learning opportunities outside one's usual environment.
While a definition of youth travel has already been proposed, Dionysopoulou and Mylonakis (2013, p. 23) report that 'youth tourism is not yet recognised by … government policies as a niche market of [the] travel industry'.
Marketers tend to make a distinction between Generation Y (i.e. Millennials) and Generation Z (i.e. Post-Millennials). The Millennials segment comprises individuals born in the last decades of the twentieth century. Some authors define this as between 1979 and 1994 (Kotler & Keller, 2012; Santos et al., 2016) , while others argue this generation was born between 1980 and 2000 (Alexakis, 2011; Kotler & Keller, 2012; ITB, 2016) . According to these age delimitations, not all Millennials fit in the UNWTO's (2008) aforementioned age frame, but experts agree that they represent the strongest subsegment of youth travellers due to their higher purchasing power.
Millennials have strong digital skills and a high degree of permanent connectivity. They search for authentic and memorable experiences, need to immerse themselves in the lifestyle of local inhabitants and value experiences similar to those of residents and volunteer tourism options. These individuals are increasingly concerned about their health, wellbeing and safety (Veiga et al., 2017) . Another important feature of Millennials is that they see travel as a complement to education and a form of personal development (Veiga et al., 2017) . The ITB World Travel Trends Report 2016 confirms the importance of European Millennials, who 'went on about 150 million outbound trips in 2015' (ITB, 2016, p. 26) . This report also states that 'this generation is recognised as having the highest education level compared to all previous generations' (Santos et al., 2016, p. 659) .
Academic studies have yet to characterise Generation Z travellers and their travel motivations fully. However, some non-academic sources discuss this segment, referring to it as the generation born in the last years of the twentieth century and the first decade of the twenty-first century. A clear link exists between these age groups and the age of the booming numbers of Internet and new technologies users, as the individuals of this generation are digital natives.
Application of Motivation Theory to Tourism
With the travel and tourism industry's expansion, various allied businesses of this industry have experienced a significant and urgent need to identify the most pertinent factors that could have an important impact on tourists' motivations to travel. These firms seek to redesign their offerings accordingly. Understanding the motivational forces behind tourist behaviours could help service providers to augment and adjust their offers to become more appealing to -and hit the right notes for -target tourists.
Maslow's Hierarchy of Needs
Maslow's (1943) five-level hierarchy of needs remains one of the most broadly accepted theories applied by researchers seeking to understand human behaviour. Due to its vast scope, this theory has often been used in the field of tourism since the hierarchy of needs helps clarify travellers' varied motivations and thereby explain tourists' travel behaviours. The cited theory divides human behaviour into five distinct levels of needs, in which the fulfilment of one need leads to another on a higher level, thus forming a hierarchy. Maslow (1943) named the first set of motives 'physiological needs', which are associated with individuals' basic needs, such as food, shelter and water.
Applying the same concept to the tourism industry, physiological needs are the basic needs that travellers expect destinations to meet. These requirements include various facilities provided to travellers during their stay at destinations, including, among others, suitable accommodations, potable water and restaurants providing good food and/or cuisine. These needs are so basic in nature that they can be regarded fundamental motivations for all travellers (Maslow, 1943) .
The second need in Maslow's (1943) motivational pyramid is associated with travellers' safety-related issues. Destinations can attract increasing numbers of visitors only if they provide a safe, secure environment in which travellers feel protected from any threats during their stay. When visitors are convinced that destinations' facilities will remain stable and look after them during their time there, the probability that they will choose those destinations is higher. The likelihood of a positive response in the form of tourist inflows will also be stronger for those destinations (Maslow, 1943) .
The third need of the cited author's hierarchy refers to forming relationships with people to create a sense of social belonging and confirm their ability to develop healthy relationships. Social belonging plays a clear, positive role in motivating travellers to visit destinations. Individuals tend to travel to specific places to develop strong bonds with family and friends or to become familiar with destinations' local communities.
Once this motivation is satisfied, the fourth motivation arises, which is associated with self-esteem. At this level, people travel in order to impress friends, relatives, social groups and other people and to gain higher social status (Maslow, 1943) . The final need in the hierarchy is self-actualisation. Travellers see tourism as an activity through which they can improve their special skills by doing something that is quite challenging to these individuals. Self-actualisation in tourism can also be related to activities in which people get involved in doing something that benefits society (Maslow, 1943 ).
Dann's Theory of Push and Pull Motivations
The push and pull theory of motivations proposed by Dann (1977) is another widely accepted theoretical framework in tourism research. According to Dann (1997) , multiple factors motivate tourists and/or travellers to visit particular places or destinations, but these factors can be categorised as either push or pull motivations.
Push factors can, at the most basic level, be explained as intrinsic factors or internal drives that urge individuals to travel. These are associated with factors such as longings for rest, recreation, adventure and escape and a desire to 'get away from it all' and to transcend the feeling of isolation inherent in contemporary lifestyles. Thus, push factors can be summed up as factors encouraging people to travel, representing individuals' socio-psychological needs. In contrast, pull factors are mostly associated with destinations' amenities, for example, service quality, prices and infrastructure.
While applying these factors in the context of tourism, researchers have observed that push factors are more inward in nature and physiological. When exploited by destination planners and marketers in appropriate ways, these factors can help attract more tourists to particular destinations. Push factors that are adequately understood and exploited by destination planners in appropriate ways can then become pull factors, which are mostly external in nature.
Pull factors come from within destinations, but these factors can help trigger push factors. Destinations thus should be able to meet customers' expectations in terms of prices, facilities (e.g. accommodation, transportation, food, restaurants and amusement parks) and, most importantly, the level of quality provided. This means that, from time to time, destination managers need to augment their offers in ways that satisfy customers' needs and desires.
Travel Career Ladder (TLC)
Based on Maslow's (1943) five-level hierarchy of needs, Pearce (1988) proposed the TCL model, which lists five travel motivations associated with relaxation, stimulation, relationship, self-esteem and development or fulfilment. According to the cited model, travel motivations fall into two categories: needs that are self-centred and motivations that are directed at others. Pearce (1988) reports that recreation can be a self-initiated exercise -in which individuals seek out quiet, restful time alone -or relaxation -in which people go on holidays in the company of others. The latter springs from the need for external excitement and a desire for novelty.
The second travel motivation, as described by Pearce (1988) , is associated with stimulation and is self-directed, arising from individuals' concern for their safety and security. This motivation can also be directed towards others, arising out of worries about others' wellbeing. The third travel motivation refers to relationships, and it can be selfdirected, which means maintaining relationships, or directed at others, which means bonding with others and developing emotional attachments to friends or family.
The fourth travel motivation comprises self-esteem and personal development. This is either self-directed, including enhancing skills, hobbies, proficiencies and expertise, or this motivation may be directed at others, such as quests to acquire social status or the allure associated with those who travel to certain destinations. The last factor, fulfilment, is completely self-directed as it fulfils individuals' dreams and focuses strongly on the contentment people feel after finding peace with their inner self (Pearce, 1988) .
Travel Career Patterns (TCP)
One of the most important theoretical frameworks based on Maslow's hierarchy of needs is the TCP model developed by Pearce and Lee (2005) . The TCP model is mostly constructed along the same lines as the TCL approach. TCL theory suggests that travellers' progress up the ladder of travel motivations as their level of travel experience increases, while TCP theory sees these motivations as a complex and dynamic process that comprises many levels at the same time. The concept of a travel career is central to the TCP, as is the idea that travellers' behaviours reflect changing motivational patterns during their travel careers (Pearce & Lee, 2005) .
The TCP is centred on 14 motivational factors: 1) Self-actualisation -internal 2) Self-enhancement -internal 3) Romance -internal 4) Belonging -internal 5) Autonomy -internal 6) Self-development (i.e. host site involvement) -external 7) Nature -external 8) Escape/relax -most important 9) Novelty -most important 10) Kinship -most important 11) Nostalgia -less important 12) Stimulation -less important 13) Isolation -less important 14) Recognition and/or social status -less important These factors play an extremely important role in determining motivations that drive individuals to travel to distant places and influence travellers' decision-making processes (Pearce & Lee, 2005) . Table 1 summarises some of the most frequently cited motivation theories in tourism research.  Centres on 14 motivational factors: 1) Self-actualisation -internal 2) Self-enhancement -internal 3) Romance -internal 4) Belonging -internal 5) Autonomy -internal 6) Self-development (i.e. host site involvement) -external 7) Nature -external 8) Escape/relax -most important 9) Novelty -most important 10) Kinship -most important 11) Nostalgia -less important 12) Stimulation -less important 13) Isolation -less important 14) Recognition and/or social status -less important Source: Authors Maslow's (1943) hierarchy of needs clearly inspired Dann's (1981) push and pull theory, Pearce's (1988) TCL and Pearce and Lee's (2005) TCP, moving from a general motivation theory to theories specifically applicable to tourism behaviours. These theories apply to tourists in general. However, these approaches cannot be used to analyse all tourists or even all tourist segments because technology and society have evolved rapidly and new generations with different beliefs and unique travel patterns and motivations have joined tourist flows.
DISCUSSION
Mobility is easier and more generalised than ever before, and every tourist has his or her own motivations to travel. Some new tourists do not follow traditional travel patterns and even do not accept being called tourists. Countless possibilities exist for mobility motivated by other reasons to travel than tourism, such as student exchange programmes or opportunities to work abroad. The line between tourists and non-tourists has become fuzzy for travellers as a whole because non-tourists may engage in tourism activities, including eating in restaurants and discovering new places.
In discussions about travel motivations, the psychology behind travellers' behaviours plays a quite critical role in forming these individuals' overall desire to visit particular destinations. Understanding tourist behaviours and the factors that affect these patterns is crucial to tourism planners' success. According to Uysal et al. (2008, p. 413) , '[a]n improved understanding of travel motivations would help in segmenting … markets, thereby allowing tourism marketers to allocate scarce tourism resources more efficiently.' In this way, planners can create specific products for different segments and promote their offers accordingly. In addition, understanding the travel motivations of various tourist segments and creating better products that satisfy their needs would allow destinations and tourism organisations to create optimal conditions for unforgettable tourism experiences.
Conceptual models such as those examined in the present study are useful to destination marketing organisations and stakeholders, providing clues to how they should design and align their products with the market. These models help decision makers understand the most basic aspects of travellers' motivations, refining how planners perceive travel behaviours and the factors that influence their decision-making processes. Applications of travel motivation theories provide insights into tourist behaviours in particular destinations, including, among other factors, what tourists are searching for, what they want to experience during their vacations, which activities they are looking for and how they want their vacation to turn out overall.
This better understanding of travel motivations can further help destination planners to understand changing patterns of travellers' behaviours and ways these changes have evolved over time. The theories examined here -when mixed with marketing strategies -can facilitate the creation of more appropriate promotional directions and properly aligned approaches, which ensure destinations' offers reach the most suitable and more extensive customer bases.
The existing literature offers clarity regarding consumer motivations, revealing why individuals behave as they do. Researchers have reached a consensus about these motivations' continuing significance in consumer decision-making processes and these factors' relevance to marketing practices. Through motivational theories, travellers' basic behaviours have been elucidated, and a clearer theoretical understanding of travel motivations has been achieved.
Regarding Maslow's (1943) hierarchy of needs, the present study highlighted that, once one need of a traveller is satisfied, the next, higher need arises. However, not all tourists have the same needs, and thus further segmentation is extremely important in order to identify each segment's needs and motivations at any given moment. Tourists' needs evolve constantly and differ considerably between individuals. Therefore, planners must adapt their offer constantly to meet tourists' needs, wants and expectations (Heather & Gibson, 2002) according to their age, gender, lifestyle, education and income. As societies and their use of technology evolve, so do consumers' needs.
If young travellers' needs are examined in the light of Maslow's (1943) hierarchy of needs, a reversal can be observed in the hierarchy. The physiological needs (i.e. food, accommodation and water) are self-evident to these individuals, so these needs do not always appear among the first priorities affecting their destination choices. Exoticism and places not linked with mass tourism are sought after by some types of young travellers, such as backpackers, but not all destinations can offer these conditions. However, as Millennials are concerned about their wellbeing and health, they are more likely to choose destinations that offer them adequate conditions to satisfy these needs.
Further studies focusing on Maslow's (1943) need for security are still needed to examine if young travellers have a different approach to security than other older tourists do. In general, security perceptions play an important role in tourism and travel (Williams & Baláž, 2015) , so a lack of security is considered a disadvantage for some destinations and/or countries and an advantage for others. This confirms the importance of Maslow's (1943) theory to understanding contemporary society.
For instance, Millennials value security when they travel. However, in some cases, riskseeking may be a motivation for youth travellers, as individuals in their early adulthood are often driven by a desire for adventure, experimentation and exploration (Gibson & Yiannakis, 2002) . Some backpackers and young adventure tourists look for risk and adventure to reinforce their identity or simply because of sensation seeking (Williams & Baláž, 2015 ). Maslow's (1943) third need in the motivational hierarchy is developing healthy relationships and forming relationships to create a sense of social belonging. This need is important to some groups of youth travellers, such as backpackers who travel together to experience a feeling of belonging to a group with the same characteristics and strengthen ties to other backpackers. Millennials, however, are much more independent, relying heavily on virtual contacts with online friends. These travellers depend on their peers' appreciation when forming their own opinions and making travel decisions, often using reviews as a crucial complement to decision-making (Veiga et al., 2017 ). Maslow's (1943) theory helps explain how the importance of strong bonds with friends as a travel motivation has gained new dimensions in highly technological societies. Nonetheless, gaining familiarity with local communities in destinations and having valued experiences closely related to host communities has also become a quite important motivation for Millennials. This generation prefers to live close to or in residential areas, staying away from tourist resorts and seeking much closer contact with locals' way of living. In some cases, they get involved in volunteer tourism activities to contribute to a better world, also enjoying the recognition they get for their involvement in these. This is also true for Richards's (2015) global nomads, as discussed previously. Maslow's (1943) fourth level of needs, namely, self-esteem, clarifies why people travel to impress friends, relatives and other social groups and gain higher social status, which is also extremely important to youth travellers. Millennials seek and require peer approval of their travel choices through the number of 'likes' their posts generate (Veiga et al., 2017) . The more likes their travel narratives generate in social media networks, the more recognition they get and the stronger their self-esteem becomes. This is also clearly the case for the flashpackers category defined by Richards (2015) . Maslow's (1943) fifth level of needs deals with self-actualisation, which is quite evident among Millennials, as travel is considered a complement to education and a form of personal development, as mentioned previously. Millennials are aware of the importance of the environment, so they try to contribute to making a better world on an ecological level. This generation also appreciates cultures and landscapes, enjoying beauty and seeking to expand their understanding of the world.
Push and pull factors, as explained by Dann (1977) , can further help planners to augment and enhance destinations' offers by enhancing pull factors that could include better prices, increased service quality and good infrastructure. The cited motivational theory provides marketers with a clearer grasp of which factors within their destination are important to travellers making destination choices. Since quality of service is regarded as a factor motivating tourists to travel, destination planners must be mindful of how they have to improve their service standards to attract travellers. In addition, the individual motivations of tourists need to be identified because, as Uysal et al. (2008) explain, a better understanding of travellers' motivations facilitates a more accurate segmentation of tourism markets. This, in turn, allows destination marketers to use their scarce resources more effectively.
The TCL model postulates that when tourists become more experienced, they seek to satisfy higher needs (Ryan, 1998) . Consequently, these travellers' motivations change as they acquire more travel experience. However, different levels of experience alone cannot explain all tourist motivations as they also depend on socioeconomic, psychological, technological and demographic factors such as family size, education and longer average life expectancy (Tanrisever et al., 2016) . Some authors have argued that, when education levels increase, travellers' demands also increase (Ceken et al., 2008; Tanrisever et al., 2016) .
CONCLUSIONS
The present study's findings have implications regarding consumer motivations in tourism since all the discussed theories continue to be relevant and fresh applications have been repeatedly discovered. Among the most significant aspects are how individuals' desires, morals, benefits and outlooks can be used to understand travel motivations. These aspects thus should be taken into account when developing appropriate marketing strategies and suitable advertising appeals and formulating the best ways to segment markets and differentiate and position products.
The current research compiled and presented various motivational theories as a cohesive theoretical framework that can provide a better understanding of the reasons youths travel. This can help marketing managers and/or destination planners to strategise their offers. The application and understanding of these motivational models can facilitate market segmentation and channel marketers' approaches in more productive directions. The application of theories to practical knowledge can encourage the selection of only the best policies and long-term plans, which could add to value creation and improve the way the tourism industry functions and integrates its products.
Regarding the present study's second objective, namely, an analysis of youth tourism in the context of Maslow's (1943) hierarchy of needs, our study confirmed the validity of most of the cited author's propositions. However, some groups of young travellers may have different needs, which are not always prioritised in the same order as Maslow's (1943) hierarchy suggests. Because societies change rapidly and new needs have emerged -especially on a technological level or driven by technology -policymakers and tourism planners, as well as other stakeholders in destinations, must develop a greater awareness of youth travellers' needs. Planners need to react to this challenge with a strong presence on the Internet and in social media, implementing intelligent strategies that could function as new motivations for travellers from younger generations.
